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This paper presents an empirical study of the motives for acquiring a franchise, based on a sample of 
franchisees operating in the Spanish market. The results are compared with the obtained in the previous studies. 
Although this topic has been studied previously, the spectacular progress of franchises throughout the world in 
the last decade may have changed franchisees’ opinions about their motives. This manuscript establishes an 
update of motivational incentives for individuals to enter franchising from the previous studies. The results 
provide  the  following  ranking:  (1)  Proven business  format,  (2)  Start-up  support,  (3)  Established  name,  (4) 
Training provided, (5) Faster development, and (6) Ongoing support. This study and the previous literature 
suggest there is a limited group of motives involved in the franchisee decision, but the ranking varies from study 
to study. It shows a different ranking of motives for selection of a franchisee from previous studies.  
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1. Introduction 
Franchising is an excellent opportunity for personal and business development, and so many 
individuals  seek  information  on  how  the  system  functions,  its  advantages  and  drawbacks  before 
deciding to take on a franchise. 
As  franchising  is  applicable  to  a  wide  variety  of  sectors  anyone  interested  in  acquiring  a 
franchise  has  a  wide  variety  to  choose  from,  such  as  catering,  real  estate,  clothing  and  fashion, 
services,  etc.  Entering  the  franchise  business,  however,  entails  dealing  with  a  wide  variety  of 
particularities, which requires a good grasp of the aspects involved [Ramirez, (2007)]. 
Elango and Fried (1997) provide an important review of the existing franchise literature. In 
relation to franchise system operations and  more  specifically in relation to franchisees, the above 
authors note the existence of studies analysing franchisor control [Carman and Klein, (1986)]. Other 
studies  have  attempted  to  analyse  franchisee  satisfaction  [Lewis  and  Lambert,  (1991);  Hunt  and 
Nevin, (1974); Schul et al., (1995)] and franchisee cooperation [Anand, (1987); Anand and Stern, 
(1985); Guiltinan et al., (1980); Hunt and Nevin, (1974); Sen, (1983)]. Elango and Fried (1997) also 
offer suggestions for future research lines. 
Research has not kept pace with the significant developments in franchising. There is a relative 
shortage of information on the nature and scope of the franchise business globally [Hoffman and 
Preble, (2001)]. In this regard, very few studies have focused on analysing the motives for choosing 
the franchise system rather than setting up an independent company. In fact, even Elango and Fried 
(1997) do not suggest this topic in their literature review. 
The work we present here attempts to contribute to the scanty literature on motives for choosing 
the franchise system. This paper describes the results of a survey of franchisees in Spain to establish 
the reasons for selection of a franchisee. The most recent study on this topic was by Guilloux et al. 
(2004) in France with data from 1999. There are also previous studies by Withane (1991) in Canada, 
Peterson and Dant (1990) in the USA, Knight (1986) also in Canada and the USA, Stanworth (1985) 
and Hough [Mendelsohn, (1985)]. Kaufmann and Stanworth (1995) provide another important study 
on the franchisee decision, also with data from the USA.  
In recent years, franchising has become a very important part of many countries’ economies. As 
time  has  gone  by,  more  in-depth  knowledge  has  been  gained  on  a  commercial  system  which  is 
capturing the attention of business owners interested in turning their company into a franchisor, and 
individuals who wish to become franchisees.  Volume IV/ Issue 2(8)/ Summer 2009      
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Except for the work by Guilloux et al. (2004), most studies are more than 15 years old and that 
is why, in this work, we attempt to provide an update on the motives which lead a person to choose the 
franchise system rather than set up an independent company. We also want to determine whether there 
has been any significant variation in the ranking of criteria for the franchisee decision compared to 
previous studies. 
Furthermore, this  study is based on data  from franchisees operating in the Spanish market. 
Studies from different countries are important for determining differences in the franchise decision. In 
addition to cultural differences between countries, there are also other differences in terms of aspects 
such as resources, infrastructures, history and traditions, politics, economic conditions and different 
legal frameworks [Preble and Hoffman, (1995); Sethi and Elango, (1995)], which may mean that 
franchisee motivations vary from one country to another. Another important contribution therefore, is 
that this study uses data from a country previously absent from the franchise literature, but which is 
among the leading countries in terms of franchise development. 
According to data from the Spanish firm of consultants, Tormo and Associates (2007), in 2006 
there  were  902  franchises,  representing  63,751  franchise  establishments  employing  a  significant 
number of people. In comparison to the retail trade in Spain, global turnover for franchising in 2006 
was 17,585 million euros, or 14.68% of total retail trade turnover, (13.88% in 2005). Also in 2006, 
there were 63,751 franchise establishments representing 9.90% of all retail sales establishments, and in 
2005 this figure was 8.97%. Thus, the franchise business is an important commercial system in the 
Spanish economy, enabling wealth to be generated through company creation, which in turn directly 
or  indirectly,  generates  employment.  Internationally,  Spain  ranks  fifth,  in  terms  of  number  of 
franchisors and franchise establishments. 
In short, this study’s main aim is to determine a ranking of franchisee motives in the Spanish 
market. 
 
2. Previous research   
Franchising  is  seen  as  an  entrepreneurial  option  towards  creating  and  developing  ventures 
[Bygrave, (1997)]. Franchising is a commercial system for entrepreneurship in service industries to 
assemble resources in order to rapidly create large chains and gain first mover advantage [Michael, 
(2003)]. So, franchising can be seen as a method of entrepreneurial expansion [Nieman et al., (2003)]. 
In fact, the entrepreneurs are more likely to franchise than to star an independent business [Williams, 
(1998)].  
Hisrich et al. (2004) comment that an advantage of buying franchise is that the entrepreneur 
does not have to incur all the risks often associated with starting a business from scratch. Franchisees 
are contractually obliged to not deviate from the operational plans of the franchisor, inhibiting their 
creativity and proactivity.  
From  a  strategic  perspective,  franchising  is  a  popular  method  of  leveraging  company’s 
intellectual capital by opening up new market with a highly motivated own-operator who will work 
harder than the average salaried manager to ensure the success of a particular location. The success of 
franchisees is the success of franchisors [Mendelsohn, (2003)]. 
The  literature  review  points  to  a  variation  in  the  ranking  of  franchisee  motivations,  and 
consequently a variation in ranking by countries. The motivations that drive franchisees into choosing 
the franchise format may not be as homogeneous as supposed [Peterson and Dant, (1990)]. Table 1 
shows the main results from previous studies. The study by Guilloux et al. (2004) found that the main 
franchisee motivation in France is advertising and start-up support. Potential franchisees need to be 
secured particularly about the question of start up support provide by the franchisor. The trade name 
and the possibility for development are the following motives for individuals to enter franchising. 
Comparing with previous studies, although the methodological approaches are not the same, these 
three reasons for choosing the franchise format receive a high level of assent. Withane (1991) reports 
that the main motive in Canada, is the proven business format. Many prospective franchisees choose 
to join franchises over starting independent businesses in order to take advantage of the established 
business  format,  goodwill,  and  start-up  and on-going  support  system.  It  shows  the  importance of 
support  like  motivational incentive for individuals to enter  franchising. Peterson  and  Dant (1990) 
found  that  the  main  motives  in  the  USA  are  “training  provisions”,  “greater  independence”,  and Journal of Applied Economic Sciences  
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“established name”, while “lower operating costs” and “less management involvement” were rejected 
as advantages. In a previous work Knight (1986) found that in Canada and the USA the main motive 
was  an  already  established  commercial  name  and  the  second  was  a  greater  job  satisfaction  than 
salaried employment. Stanworth (1985) describes the main motive as “national affiliation” which, 
according to Peterson and Dant (1990), can be considered equivalent to “established name” in the 
other studies and therefore coincides with Knight’s (1986) first motive. 
Finally, Hought (1986) found that the main motive was ongoing support. Thus the main criteria 
vary from one country to another and over time.  
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Source: own design based on Guilloux et al. (2004) and Peterson and Dant (1990). 
 
There  are  other  additional  criteria  which  are  also  considered  important  advantages  of 
franchising. Izreali (1972) provided a fairly exhaustive list of 17 advantages of franchising. Since then, 
other  authors  have  grouped  these  17  franchising  advantages  into  broader  categories,  for  example 
Peterson and Dant’s (1990) 7 category grouping.  
Table 1 contains all the motives in the literature. There are, however, other motives which do 
not appear in the Table but were included in the studies by Stanworth (1985) and Hough (1986), 
despite the low percentages. Stanworth (1985) includes an opportunity to build a business for the 
future and/or family, greater job satisfaction and previous experience. Hough (1986) includes previous 
experience and pure change.  
All these comments show that even if certain aspects remain constant, potential franchisees’ 




In late 2007, a questionnaire was sent to a convenience sample with 992 franchisees operating 
on the Spanish market. The franchisees were chosen from the Franchise Guide published on Tormo 
and Associates web site in 2007. Franchisees selected belonged to franchisor chains catalogued as 
interesting  and  profitable.  Each  franchisee  was  sent  a  questionnaire  and  asked  to  mark  the  most 
important criterion in their franchisee decision. The criteria which appeared in the questionnaire were 
obtained from the literature review. A total of 15 criteria were used, as some which used to be studied 
separately have been combined with others. There was also the opportunity to include a criterion not 
on the list. In addition to this information, franchisees were also asked to provide details of their 
educational level, business experience, the number of years they had owned the franchise and annual 
sales. A total of 220 valid responses were received. The franchisees traditionally do not reveal the Volume IV/ Issue 2(8)/ Summer 2009      
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information about the establishment. The franchisees think they are giving information that belongs to 
the relation franchisor-franchisee. This explains the low number of responses and could be motivated 
by the franchisees perception that this action is not approved by the franchisors. Sample characteristics 
are shown in Table 2. 
Table 2. Sample Characteristics 
 
Characteristics  Percentage of 
Sample 
Educational Level 
     Without grade school 
     Basic school 
     High school 






Prior Business Experience 
     Without Experience 
     Previous Experience in Own Business 





Years Owning Current Franchise 
     1 or less 
     2-3 
     4-5 






Annual Sales (in Euro) 
     less than 9.999 
     10,000-29,999 
     30,000-59,999 
     60,000-149,999 








Over 90% of respondents had higher education, 8.3% had primary education and only 1.2% had 
no  education.  60.7%  of  franchisees  had  no  prior  experience  as  a  business  owner,  23.8%  had 
experience with their own business, 15.5% had experience in the same sector. Most of them, 85.8%, 
had owned the franchise for 3 years or less. In terms of sales, the largest percentage, 33.3%, had sales 
of over 150,000 euros. 
 
4. Survey results and discussion 
The main franchisee motives on the Spanish market are shown in Table 1. 15.0% of respondents 
considered that the main franchisee motive was that the business format is already proven. Close 
behind, 14.5% consider that the main franchisee motivation is start-up support. This is followed by the 
benefit of a well-known brand and notoriety, 12.3%; training provided 10.9%; faster development, 
9.5%; and ongoing support, 7.7%.  
These six motives are followed, in order of importance by, greater independence than being an 
employee in another business, job satisfaction, less risky than an independent business, lower start-up 
costs, franchise advertising, less daily involvement than in an own independent business, earn more 
money than in an independent business, the individual or family’s previous experience and the fact 
that franchises are fashionable. 
After analysing the most important franchisee motivations on the Spanish market, we examined 
the influence of the following variables: educational level, previous business experience, number of 
years as a franchisee and annual sales. This was done using a contingency table constructed on the 
basis of the motives and each of the variables. The possible influence of the different categories of 
variables on the motives indicated in Table 1 was determined by the Chi-square statistic. This statistic 
requires observations per cell to be equal to or greater than five. To minimize this effect we grouped 
some categories in some variables. Thus, in education level, we grouped the categories “no studies and 
primary studies”, in the variable “number of years in the franchise” we considered the categories 1 
year or less, 2-3 years and over 3 years. Finally for sales level, we considered the categories less than 
29,999 euros, between 30,000 and 149,999 euros and over 149,999 euros. The results are shown in 
Tables 3, 4, 5 and 6. Journal of Applied Economic Sciences  
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4.1. Influence of educational level 
The franchising system involves dealing with a variety of situations which require a good grasp 
of  the business world  and  therefore it  would  seem  that having  the  appropriate training  is a  huge 
advantage.  Bates  (1995)  found  that  franchisees  had  significantly  weaker  educational  backgrounds 
when compared to owners of non-franchised businesses, and thus were more susceptible to failure 
than  independent  business  owners.  Edens  et  al.  (1976)  consider  that  higher  qualifications  are 
appropriate for franchisees, and a primary education certificate would be the minimum acceptable. 
 
Table 3. Influence of educational level on franchisee motives 
 
Reasons  Minimum 




  (Percentages)   
Proven business format  1.3  7.1  13.0 
Startup support  2.6  7.8  10.4 
Established name  1.3  6.5  9.7 
Training provided  1.3  4.5  9.7 
Faster development  1.3  6.5  5.8 




Table  3  shows  that  the  p-value  for  the  Chi-square  statistic  is  below  0.05,  thus  providing 
statistical evidence to reject the null hypothesis of independence between both variables. Therefore, 
the different categories of educational level have a significant influence on franchisees’ opinion of 
their motivations. Particularly significant is the fact that individuals with a basic education consider 
that the most important motive is the start-up support. That is to be expected, because they have less 
training and need help to start up a business. The other motives follow a very similar order to that 
obtained in Table 1 for each educational level category. 
 
4.2. Influence of prior business experience  
Franchisees  with  prior  business  experience  can  be  more  critical  when  evaluating  franchise 
advantages [Peterson and Dant, (1990)], and therefore their franchisee motivations may be different 
from  those  of  inexperienced  franchisees.  Edens  et  al.  (1976)  consider  that  some  prior  business 
experience is appropriate for the ideal franchisee profile. In contrast to an independent business, where 
prior experience is vital for success, in the franchise system, franchisees’ experience is not associated 
with  their  satisfaction  [Hing,  (1995)].  Pearsons  with  a  history  of  self-employment  will  be  more 
interested in becoming franchisees than will persons without such a history [Kaufmann and Stanworth, 
(1995)]. Often it is even preferable for the potential franchisee to have no prior experience [Stanworth, 
(1991)]. As Stanworth affirms, franchisor executives tend to prefer people from outside their industry 
with no preconceived ideas or bad habits which might interfere with the franchisor’s training program 
or contaminate other franchisees. So, many franchisors will select franchisees who have no previous 
experience  in  the  industry  [McCosker  and  Frazer,  (1998);  Mendelsohn,  (1993)]  and  some  even 
actively recruit inexperienced franchisees because they feel they will be easier to indoctrinate into the 
system [Frazer, (2001)]. All this suggests that franchisees’ opinions on their motivations may vary in 
relation to their previous experience. 
 
Table 4. Influence of prior business experience on motives for become a franchisee 










  (Percentages)   
Proven business format  9.7  5.2  6.5 
Startup support  14.3  3.2  3.2 
Established name  7.1  5.2  5.2 
Training provided  9.7  2.6  3.2 
Faster development  6.5  3.2  3.9 
Ongoing support  2.6  4.5  3.9 
28.228 
p<0.05 
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  As in the previous case, Table 2 shows that the p-value for the Chi-square statistic is less than 
0.05 which provides statistical evidence to reject the null hypothesis about independence between 
variables. Therefore, the different prior experience categories significantly affect franchise motives. It 
should be emphasised that most inexperienced individuals consider that they became franchisees due 
to the start-up support. That is because they lack experience and so need help to start a business. 
However, those with experience attach little value to this motive. It should also be noted that many 
individuals  with prior experience  in a business other than  a  franchise significantly value  ongoing 
support, even though this ranks at the bottom for the sample as a whole. 
 
4.3. Influence of number of years in the franchise  
As Peterson and Dant (1990) indicate, the longer franchisees have been in a franchise network, 
the greater their capacity and self-confidence in operating the sales outlet. For the same reason, the 
most senior franchisees have a great sense of personal power to “go it alone”. In this case, some 
franchise advantages could be less important for them. Therefore, opinion on the motives for choosing 
the franchise system may vary in relation to number of years in the franchise. 
 
Table 5. Influence of number of years on franchisee motivations 
 
Reasons  1 or less  2-3  Over 3  Chi-Square 
Statistic 
  Percentages   
Proven business format  8.4  7.8  5.2 
Startup support  11.0  6.5  3.2 
Established name  9.1  5.2  3.2 
Training provided  9.7  3.2  2.6 
Faster development  6.5  4.5  2.6 




As in the previous cases, Table 5 shows statistical  evidence for rejecting the hypothesis of 
independence between both variables and so number of years in the franchise also has a significant 
influence on the opinion of franchise motives. Particularly outstanding is the fact that most franchisees 
who have been in the franchise for 1 year or less consider that the main franchisee motive is start-up 
support. This may be due to the fact that at the beginning the franchise system requires significant 
assistance in terms of infrastructure and financial capital. As the years go by, this motive becomes less 
important as the other two categories show. Also, for franchisees that have been in the franchise 1 year 
or less, training provided by the franchisor is very important. This motive becomes less important as 
the years go by and the franchisee begins to place more value on other aspects. 
 
4.4. Influence of level of sales  
If the level of sales is high then the franchisee may well consider he or she has considerable 
personal power. In this case, some franchise advantages may be less important for them. In contrast, 
when  sales  are  low,  franchisors  may  exercise  greater  control  over  franchisees,  the  franchisee’s 
personal  power  is  thereby  diminished  and  the  advantages  of  ongoing  support  are  highly  valued 
[Peterson and Dant, (1990)]. Thus, opinion on franchise motives may vary in relation to the level of 
sales. 
Table 6. Influence of level of sales (in euros) on franchisee motivations 




  (Percentages)   
Proven business format  5.2  7.1  9.1 
Startup support  7.8  4.5  8.4 
Established name  5.8  4.5  7.1 
Training provided  7.8  3.9  3.9 
Faster development  4.5  1.9  7.1 
Ongoing support  3.2  2.6  5.2 
41.751 
p<0.05 Journal of Applied Economic Sciences  
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Analysis of the data in Table 6 shows that the p-value for the Chi-square statistic is below 0.05, 
providing statistical evidence to reject the null hypothesis of independence between both variables. 
Thus,  the  level  of  franchise  sales  also  has  a  significant  influence  on  opinion  about  franchisee 
motivations. Franchisors with sales below 29,999 euros do not consider that their main franchisee 
motivation is that franchises are a proven business format. This may be due to the fact that their annual 
income  is  not what they  expected it  to  be.  Unlike the previous  opinion, the  other individuals do 
consider this to be their main franchisee motivation. Another aspect worth highlighting is the fact that 
franchisees with an income of over 149,999 euros consider fast development to be very important, an 
aspect not highly valued by the other franchisees. This may be due to the fact that they have obtained 
high returns in a short time and therefore value this motive very positively.  
In short, we have seen that educational level, prior business experience, number of years in the 
franchise  and  the  level  of  sales  significantly  influence  franchisees’  opinion  of  their  motives  for 
choosing the franchise system rather than another business.  
In order to examine this influence further, we looked at whether the ranking of motives obtained 
for the whole sample is the same for each of the above categories of variables. The ranking of motives 
per variable category is shown in Table 7.   
 
Table 7. Comparison of ranking across variable categories 
 
Reasons  Educational level  Prior business 
experience 
Number of 
years in the 
franchise 
Level of sales  FULL 
SAMPLE 
  E1




2  2  1  2  1  1  4  1  1  3  1  1  1 
Startup 
support  1  1  2  1  3  4  1  2  3  1  2  2  2 
Established 
name  2  3  3  3  1  2  3  3  2  2  2  3  3 
Training 
provided  2  4  3  2  4  4  2  4  4  1  3  5  4 
Faster 
development  2  3  5  4  3  3  5  4  2  4  5  3  5 
Ongoing 
support  3  5  4  5  2  3  6  5  3  5  4  4  6 
E1: Until basic school. 
E2: High school. 
E3: University degree. 
P1: Without experience. 
P2: Previous experience in own business. 
P3: Previous experience in same industry. 
Y1: 1 or less. 
Y2: 2-3. 
Y3: Over 3. 
S1: Less than 29,999. 
S2: 30,000-149,000. 
S3: Over 149,000. 
*The only category with no tie on ranking. 
   
In order to determine whether ranking is significantly different or not among the categories and 
the complete sample we found the Kendall tau coefficient which considers ties in the case of ordinal 
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Table 8. Kendall tau coefficient between categories and full sample 
 
  E1  E2  E3  Full sample 






E2  0.834** 




E3  0.366 
(0.087) 
0.271 
(0.181)  1.000  0.646** 
(0.001) 





(0.001)  1.000 
  P1  P2  P3  Full sample 






P2  -0.246 




P3  -0.200 
(0.329) 
0.825** 
(0.000)  1.000  0.017 
(0.933) 





(0.933)  1.000 
  Y1  Y2  Y3  Full sample 






Y2  0.662** 




Y3  -0.110 
(0.587) 
0.325 
(0.120)  1.000  0.178 
(0.381) 





(0.381)  1.000 
  S1  S2  S3  Full sample 






S2  0.355 




S3  0.176 
(0.384) 
0.126 
(0.534)  1.000  0.499* 
(0.012) 





(0.012)  1.000 
**Correlation is significant at 0.01. 
*Correlation is significant at 0.05. 
 
Educational level yields no significant difference in criteria ranking for the full sample, and a 
significant positive correlation (p<0.01). There is, however, a significant difference between the third 
category  and  the  other  categories  for  this  variable.  The  main  difference  is  in  the  motive  “Faster 
development” which comes fifth in category E3 and fourth in categories E1 and E2. 
The ranking for the variable experience in P2 and P3 differs significantly from that obtained for 
the  full  sample.  In  P2  and  P3  the  motive  “Ongoing  support”  occupies  second  and  third  place 
respectively, while for the full sample it comes last. There are also differences in the ranking between 
P1 and P2; and P1 and P3. 
In  the  case  “number  of  years  in  the  franchise”,  there  are  significant  differences  in  ranking 
between category Y3 and the full sample. These differences are evident mainly in the two last motives 
for the full sample, “faster development” and “ongoing support”, which occupy positions 2 and 3 
respectively for franchisees with more than 3 years in the franchise system. 
Finally, no significant differences are observed for sales level between the different variable 
categories  and  the  full  sample,  although  significant  differences  appear  when  the  three  variable 
categories are compared with each other. The most important difference is in the motive “training 
provided” which comes first in category S1, and 3
rd and 5
th respectively in categories S2 and S3. Journal of Applied Economic Sciences  
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In short, we have observed significant differences in the motivation ranking depending on the 
variable being studied. 
5. Conclusions 
In this work, we have determined the motives which lead an individual to choose the franchise 
system over other options. We consider that research on this topic, despite that already done, is scarce, 
especially  in  view  of  the  significant  recent  growth  in  many  countries  which  has  influenced 
franchisees’ opinions. The latest study in this field was done by Guilloux et al. (2004) with data from 
1999. This study represents another recent step toward establishment the reasons for selection of a 
franchisee. It establishes an update of motivational incentives for individuals to enter franchising from 
the previous studies.  
We have analysed franchisee motivations in a sample of 220 franchisees operating in Spain. The 
results rank the motives as follows: (1) Proven business format, (2) Start-up support, (3) Established 
name, (4) Training provided, (5) Faster development, and (6) Ongoing support. The paper shows a 
different ranking of motives for selection of a franchisee from previous studies. These motives also 
appear in the literature but in a different order. This study and the literature suggest there is a limited 
group of several motives which encourage individuals to become franchisees, but the ranking varies 
from study to study. As Peterson and Dant (1990) argued earlier, given the large number of situational, 
psychological, and economic-structural correlates, no single theory is likely to suffice. It appears very 
important to differentiate between startup and ongoing support. Startup support is more important than 
ongoing support for individuals to enter franchising. 
In  this  study  we  have  also  examined  whether  educational  level,  prior  business  experience, 
number of years in the franchise and annual sales influence the above motives. The results show that 
all these variables have a significant influence on these motives. Similarly, differences have been 
found between the motivation ranking for some categories of variables and the motivation ranking for 
the complete sample. 
This study should be extended to other countries, in particular those where the franchise system 
is less developed so that results may be compared. A further important aspect for research would be to 
find out how many motives actually influence the franchise decision. 
The study sample was chosen on the basis of franchises catalogued as interesting and profitable 
by the consultancy firm Tormo and Associates. However, the results should be generalised with some 
caution as the sample design was not random, so the sample of franchisees may not be representative 
of the greater population. It would be very interesting to analyze the motives by type of franchisee and 
sector. Motives may be influenced by type of franchisee and the detailed nature of the sector in which 
the franchise is located. 
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